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INTRODUCTION
Challenge? Reducing household energy use (major source of global warming) (Rehman & Rashid, 2017)
Problem? Attitude – behavior gap for sustainable energy use (Xu & Binyet, 2017)
 Insights of behavioral economics to design effective communication strategies to incite pro-environmental behavior (Fredericks et al., 2015) 
 Heuristics: promising concept to promote pro-environmental behavior (Camara, Xu & Binyet, 2017)
STUDY 1: USE OF BANDWAGON HEURISTIC TO PROMOTE PRO-ENVIRONMENTAL CONSUMPTION
Theoretical Framework
 Bandwagon heuristic = ‘If many others think something
is good, it must be good’ (Sundar, 2009)
 Succesfull strategy in online environment (Sundar, 2013)
 Succesfull in other domains?
 Social normative influence
 Robust effect on environmental behavior
 Leads to following the majority & jumping on the
bandwagon
 Hypothesis 1: Bandwagon heuristic (vs. no heuristic)
leads to higher pro-environmental consumption through
higher perceived social norms
 Moderating role self-construal
 Independent = values uniqueness
 Interdependent = values majority/group (Markus & Kitayama, 1991)
 Hypothesis 2: Bandwagon heuristic is more effective for an
interdependent (vs. Independent) self-construal through
higher perceived social norms
Method
 Environmental product: Ambient Energy Orb: makes energy use
visible
 2 (No BW vs. BW) x 2 (Inter. vs. Indep. Self-construal) between
subjects
 Bandwagon heuristic (Man. check = perceived popularity (α = .94))
 Control condition: no slogan (M = 5.37, SD = 1.09) 
 Bandwagon condition: (M = 4.72, SD = 1.02; t (231) = -4.73, p < .001)
 Self-construal: short story priming task
 Pronouns: We, us, our/ I,me, mine
 Measures: Perceived social norms (r= .54); Purchase intention (α = .95)
 N = 354; Mage: 31; Male 46%; M-Turk Sample
Results
Discussion
 Mediation analysis
 Moderated Mediation analysis
ab = .06, SE = .18, 95% -CI[-.3097, 4108]
 No sign. moderated mediation; sign. effect both self-
construals
 Use of bandwagon heuristic evokes feeling of social
approval higher purchase intention
 Bandwagon heuristic is effective for both self-construals
STUDY 2: USE OF BANDWAGON VS. NOVELTY HEURISTIC TO PROMOTE PRO-ENVIRONMENTAL CONSUMPTION
 Independent self values uniqueness
 Pro-environmental behavior to signal uniqueness (Noppers, 2014)
 Uniqueness theory (Snyder & Fromkin, 1980)
 Introducing novelty heuristic: signals innovation
and newness (Sundar, 2009)
 Self-construal determines susceptibility bandwagon 
vs. novelty heuristic?
 Hypothesis 1: For independent self-construal a novelty 
heuristic (vs. bandwagon) is more efficient to promote pro-
environmental consumption through increased perceived
uniqueness
 Hypothesis 2: For Interdependent self-construal a novelty 
heuristic (vs. bandwagon) is less efficient to promote pro-
environmental behavior through decreased perceived
social norms
 Mediation analysis
Purchase
Intention
Bandwagon vs. 
Novelty 
Perceived social
norms
-.87 (.10)*** .64(.09)***
Perceived
uniqueness .54(.07)***
.16 (.12)*
GENERAL DISCUSSION
 Bandwagon heuristic is effective for both self-construals Strenght of social influence
 Novelty heuristic is only efficient for independent self-construal through higher perceived uniqueness
 Bandwagon heuristic is most effective factor for promoting pro-environmental consumption as it is 
effective for both self-concepts
Focus on bandwagon heuristics for designing efficient communication messages to promote pro-
environmental consumption
Use of personality traits in segmentation strategies and communication messages
Theoretical Framework Method Results
Control vs. 
Bandwagon 
Perceived social
norms
Purchase
Intention
.46 (.12)***
.72(.10)***
ab= .33, SE=.11, 95%-CI[.1463, .5616]
 Moderated Mediation analysis
ab= -.14, SE=.07, 95%-CI[-.2909, -.0217]
ab= .54, SE=.10, 95%-CI[.3519, .7528]
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 2 (BW vs. Novelty) x 2 (Self-construal) between subjects
 Bandwagon heuristic: cf. study 1 (M = 5.04, SD = 1.06) 
 Novelty heuristic (M = 4.46, SD = 1.09; t (349) = -4.98, p < .001.) 
 Self-construal: personality trait (M= .51; SD = 1.14) (Singelis, 1994)
 Scale (α= .75) : independent – interdependent
 Measures: Perceived Uniqueness (α= .87); Perceived Social
Norms (r= .23); Purchase intention (α= .94) 
 N = 354; Mage: 27; Male 46%; M-Turk Sample
